
 
Paper C                            06/06/17 

Title of Paper: 2020 Strategy and Brand Identity – Our approach and recommendation 

 

Purpose: For review and approval 

Recommendation: that the Board approve the proposed new strategy and brand identity 

Summary: The paper outlines our proposed new strategy for 2017-2020 and our 
proposed new identity. An explanatory presentation will also sit alongside 
the paper at the Board meeting. 

Strategic Fit Essential to the future direction of the SU 

Financial impact: Essential for prioritising budgets 

Student opinion All of the proposals within the paper have been created on the basis of 
student insight. 

Student impact: All students will be impacted through our work, and through how they 
interact with us. In terms of our brand identity, it amounts to a significant 
and profound change. 

Risk: We are subject to a short time frame to implement the new brand identity 
in time for new materials relating to the new academic year – so trustees’ 
urgent attention is requested please. 

Contact: Ben Capper, Director of Marketing, b.j.capper@ljmu.ac.uk 

Questions  - When discussing and asking questions about this paper, trustees could consider: 
 

1. Has adequate explanation been given on the benefits, risks, alternatives or if nothing were 

done? 

2. Has the impact for students and fit with strategic plans been sufficiently explained and are 

the impacts enough to take any proposals forward? 

3. How and when will you know if any benefits have been achieved? 

4. What will the impact be on any partner organisations or departments – within LJMU or 

externally? 

5. Could there be any unintended consequences of taking a particular action, leading to 

problems that will need to be resolved later. 

 

 

 

 



 
 

Liverpool SU 

2020 Strategy and Brand Identity – Our approach and recommendation 

Action required for trustees: to approve recommendations of paper 

 

1.0 Introduction 

This paper summarises the proposed strategic direction for the next 3 years, with a focus on 

operational measures for Year One; and the proposed new brand identity for the SU. 

It has been formulated after around five months-worth of student research, consultation with 

Trustees, and discussion with staff; and we believe it is a robust and evidence-led approach to our 

next three years. 

It is provided here for trustees’ comments and approval. 

2.0 Overall Structure of Strategy 

The strategy comprises the following key sections: 

 

Vision:  Happy, confident students 

Mission: We support and empower all LJMU students, connecting them to each other and the 

world around them. 

Values:  Student-led, Independent, Inclusive, Proud 

 

Strategic Priorities: “Belong” 

This focuses on helping students to feel a part of, and ownership in the JMU 

student community. 

“Change” 

This priority focuses on both increasing democratic engagement among 

students (in both SU elections and in the wider political sphere), and 

providing students with the infrastructure to suggest and action changes to 

the JMU experience. 

 

“Succeed” 

This focuses on empowering students to get the most from their academic 

experience, in terms of ensuring it meets their expectations and investment, 

and in terms of future employability. 



 
 

Objectives and Measures: We have set 3-year objectives under each priority. These are 

underpinned by yearly measures which will track progress against the objectives on an annual basis. 

All of this detail has been included in the supplementary infographic in Section 7.0. 

 

3.0 How we got here 

The strategy has been based entirely on student insight, gathered initially during January 2017. 

From this point, the SU team have come together to discuss this insight and consider our Vision, 

Mission, Values and Priorities for the next three years. 

Drafts of the shape of the strategy were shared at the February Trustee Board. 

Since feedback from trustees, further exploration has taken place with staff and JMU partners. 

At this point, three key strategic priorities have been proposed, with three-year objectives and 

supplementary one-year measures also being discussed and agreed. 

The vision statement has taken some time and a large amount of discussion to arrive at its current 

form. However, as of June 2017, we consider it to be agreed. 

4.0 What’s changed since our last discussion 

 

Since last discussion at Trustee Board, the following items have been added: 

- “Change” priority. This was added in to bring greater focus to the democratic engagement 

aspect of the SU’s work. A criticism of the previous version, where “Succeed” and “Belong” 

were the two priorities, was that, whilst everyone was able to find their place within these 

areas, they were potentially unhelpfully vague and lacking in focus on their own. The 

“Change” priority provides the strategic framework to improve democratic engagement, 

which we know is a challenge for this organisation. 

 

- Vision. This is proposed to be “Happy, Confident students”. There have been several 

iterations of this vision. Many of them however, have been felt to be overly long and word-

heavy, whilst not definitively answering the “why?” or the “so what?” tests. On much 

testing, we came to the conclusion that, whatever form of words have been used, the 

desired outcome or vision, always seems to come back to the fact that we want students to 

be “happy” (i.e. satisfied with their course and degree, with great memories, at home within 

the community of JMU students); and “confident”, (i.e. with the right life skills to go into 

later life, and again, feeling comfortable at JMU and in the city of Liverpool.) 

 

- Mission 

 

The wording here has been changed slightly to say “We support and empower all LJMU 

students, connecting them to each other and the world around them.” 



 
 

The initial mission said “We support and empower all LJMU students, connecting them to 

each other and the world” with three additional explanatory sentences. It is now proposed 

to keep this much simpler within the single sentence, but made more specific in terms of 

“the world around them”. 

 

- Objectives (for 3 year period) 

 

Each priority has three objectives attached to it for the three year period. These will be 

reviewed for relevance on a yearly basis. 

 

- Measures (year on year) 

 

We have decided to have yearly measures attached to the objectives as a yearly sense and 

progress check against the three-year objectives. These will be reviewed and most likely 

altered on a yearly basis. 

 

 

 

5.0 What’s next 

 

Should Trustees agree to the draft strategy, it will be put into action as follows: 

 

- Teams within the SU will start to plan their yearly plans, ensuring that their proposed 

activities meet a specific yearly measure and three-year objective. These will be agreed and 

ratified by the end of June, in time for the new sabbatical officer team starting in post. 

 

- A supplementary marketing and communications strategy will also be created to work 

alongside the three-year strategy. 

 

 

 

6.0 Contact 

Any queries or feedback should be addressed to Jane Whalen, Chief Executive; or Ben 

Capper, Director of Marketing.  

 



 
7.0 Strategy infographic 

 

 

 

 

 



 
8.0 Brand identity and name change 

As discussed at the April Trustee board, we have undertaken an exercise to rebrand and rename the 

organisation, in line with a clear recommendation from student insight gathered during 2017.  

Details of this insight were presented in a paper in April. 

In general however, the key recommendations were as follows: 

 Change the name of the organisation 

Explore options for a new name that more closely encapsulates our core purpose: to support 

and empower students and LJMU, through being independent and proud of our identity. 

 Change the brand identity 

Explore options for a new visual identity for the organisation that will be flexible enough to work 

across the wide variety of communications we undertake throughout the academic year, and 

our physical assets (including new social spaces). 

The new brand identity will be closely aligned to our revised vision, mission and strategic 

priorities; and will be informed directly be our new values.  

In addition, there were some “unanswered questions” that were agreed to take explore. 

Among the key trends that have emerged, there remains some practical questions to be answered 

about the way forward with the name and brand identity. 

- What is the best way to refer to the organisation: “SU” or “Students’ Union”? 

- How do we best make the name of the organisation concise and memorable? 

- How do we incorporate Liverpool-based imagery? 

- Is a tagline required? 

 

8.1 Name change 

We sought approval from Trustees in early May 2017 for the organisation’s name to change from 

LiverpoolSU. 

The following was agreed to by trustees: 

Formal / Official name: Liverpool John Moores Students’ Union 

Colloquial / “every day” name: JMSU 

Thank you for your response and input. 

8.2 Brand identity –process overview 

The next stage has been to explore a new visual brand identity. 

As discussed in April, a working group has been established (which includes an external consultant) 

to move the project forward. 



 
The group has met at two key points to date: 

 

- Initial exploration 

The group convened to explore and unpack the insight much further and to establish the personality 

of the ideal brand for “JMSU”. 

This was established as a “brand community” for JMSU based heavily on the terms discussed as part 

of our strategy and values, as follows: 

 

This process underlines the purpose, personality and promise of the brand – and this has been the 

framework from which the creative work has taken shape. 

- Ideas generation 

From this point, our Graphic Designer and Consultant worked together on a range of options 

incorporating these overall themes as well as taking inspiration from other brand identities, used by 

other SUs and other notable brands. 

 

 



 
Four concepts were developed for discussion at this stage. These ideas will be shared with trustees 

at the June trustee board. All ideas on their own are feasible options to take forward. However, 

given our time constraints, it was suggested by the group to take forward one particularly strong 

ideas. 

- Further development 

One idea in particular stood out as an option to develop further and to present to trustees for 

approval. 

The idea incorporates proposals for: 

- A logo 

- A colour palette (though not a colour “scheme”) 

- Typeface 

- Real-world applications 

- Examples of language style 

This option alone has been brought forward for trustees this June for the following reasons: 

- Timescales. We need to start using the new logo and brand identity on materials being 

designed in June. The process we have been through on this has been in progress since 

February 2017, with student insight being sought and analysed. Capacity of our Graphic 

Designer has only allowed the work on this to take place during May. Hence we do need an 

urgent turnaround of this identity. Trustees’ understanding and urgent attention is very 

much appreciated. 

 

- Strength of concept. We believe the chosen concept is of such strength that it is the obvious 

choice for the organisation. Trustees will be presented the entire range and the process that 

has brought us to this point. However, the professional judgement of the Working Group is 

that this option very clearly and obviously meets the brief and encapsulates our values and 

the organisational “personality” set out in the Brand Community diagram shown earlier. It is 

therefore proposed that trustees comment upon and ratify this option rather than enter a 

longer period of discussion into the entire range of options. 

 

8.3 Proposed logo 

Ideas for the whole brand identity scheme (including language, colour palette, and applications) will 

be presented at the June board. 

However, the most obviously visible aspect of the brand identity, the proposed logo is shown here in 

a range of situations: 

 

          

 

 



 
 

 

Standard, formal logo   Informal logo (no strapline)  Campaign logo  

For use in:     For use in:    For use in: 

Official documentation   Campaigns    Seasonal campaigns 

Email signatures   Promotional items / clothing 

Stationery etc    For use with the entire colour palette as required 

 

8.3.1 Rationale for proposed branding scheme 

The proposed scheme is: 

Friendly: The rounded font evokes warmth and comfort within the student experience and 

community. 

Professional and credible: It is “solid” – evoking a sense of dependability and trustworthiness 

Endlessly adaptable: Our students are diverse, and have many different experiences, aspirations and 

expectations. The one thing that links them is their membership of JMSU. The logo provides that 

grounding with an appreciation of that different experience through its flexible and adaptable 

nature. It very easily allows for adaptability to reflect and communicate about the huge range of 

activities and initiatives we do. 

Proudly JMU: The logo is clear and proud about our role as the glue that holds the JMU student 

community together. It is unambiguous and clear about who we are, who we’re for, and what we 

stand for. 

Proudly independent: Whilst showing our proud link to the student community, it is also totally (and 

consciously) independent from the institution itself. 

Rooted in modern Liverpool: The colour palette is subtle but strong evocation of modern Liverpool 

and the Liverpool student experience. 

We believe that the proposed scheme is the ideal solution to the challenge of a new brand identity 

for the SU, and will allow us to move forward into our new strategic plan period of 2017-2020 with 

great confidence and clarity of purpose. 

8.4 What’s next 

We recommend that trustees ratify this proposal today. From this point: 

- Brand guidelines will be created and agreed. 

- Work will commence on a range of materials including: Media Pack 2017/18, Welcome 

materials 2017/18, branding for new social space to open in September 2017. 

- Adaptations will commence to our online channels 



 
- Any other obviously student-facing materials or communications will also be changed this 

summer. 

Many thanks to all trustees for their input up to this point, and their urgent attention. 

8.5 More information 

 

To comment further or to seek further clarity, please contact Ben Capper, Director of 

Marketing: b.j.capper@ljmu.ac.uk  

mailto:b.j.capper@ljmu.ac.uk

